1

THE IMPACT OF MARKETING COMMUNICATION STRATEGIES ON SALES PERFORMANCE OF STATE OWNED CORPORATIONS IN KENYA: THE CASE OF NEW KENYA CO-OPERATIVE CREAMERIES LIMITED by JOSEPH, KYAVOA
1 
 
THE IMPACT OF MARKETING COMMUNICATION STRATEGIES ON 
SALES PERFORMANCE OF STATE OWNED CORPORATIONS IN KENYA: 
THE CASE OF NEW KENYA CO-OPERATIVE CREAMERIES LIMITED 
 
 
 
 
 
KYAVOA JOSEPH 
ADMIN NO: BML/13/00462/1/2016 
 
 
 
 
 
A RESEARCH PROJECT SUBMITTED IN PARTIAL FULFILLMENT OF THE 
REQUIREMENT FOR THE AWARD OF BACHELORS OF MANAGEMENT 
AND LEADERSHIP AT THE MANAGEMENT UNIVERSITY OF AFRICA. 
 
 
 
 
 
 JULY 2018 
2 
 
DECLARATION 
This project is my original work and has not been presented in any other 
university or institution for any academic credit.  
Signature:……………………………… Date: …………………………………. 
 
 
 
 
 
 
SUPERVISOR: 
This project has been submitted for examination with my approval as the 
appointed university supervisor. 
Signature:……………………………… Date: …………………………………. 
Mr. Tom Kawino  
The Management University of Africa 
 
 
 
 
 
 
 
3 
 
DEDICATION 
I dedicated this project to my wife Joyce Taabu and Children Mardsen, Howardt, 
Fenardes and Stewardt for the support in regard to time off allowed to do this 
project when they needed me most, God bless you. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
4 
 
ACKNOWLEDGEMENT 
I acknowledge the hand of Almighty God for His guidance and providence for 
all that was needed to complete this project and the program for which it was 
undertaken.  My sincere appreciation to the Management University of Africa 
Management for the opportunity to study at the university.  In particular I want 
to appreciate my supervisor Mr. Tom Kawino whose invaluable assistance in 
regard to support, guidance, patience and constructive criticism (very strict and 
thorough) enabled me to make this work as original as it can be.  Through him I 
have experienced the meaning of true research and my knowledge of the subject 
under study has been broadened, making my research a reality. I acknowledge 
the management of New Kenya Corporative creameries (NKCC) for giving me 
the opportunity to conduct my study in their company. Lastly, I would not want 
to forget acknowledging my colleagues in the BML class especially Esther 
Wanjohi and Kihara and many of you for the insightful comments and ideas that 
informed some of my writing.   
 
 
 
 
 
 
 
 
 
 
 
5 
 
ABSTRACT 
As the competitive environment for industries continue to change businesses 
find it necessary to engage various marketing strategies in order to remain a 
float. Such activities are expensive and have significant budget implications to 
the organizations.  The  purpose  of  this  study  was to  investigate  the impact of  
marketing communication  activities on  sales performance  of state owned 
corporations in Kenya with special reference to New Kenya Corporative 
creameries (New KCC) Ltd. The specific objectives were: To evaluate the impact 
of Advertising, Public relations, Sales promotions, branding and product 
packaging, Exhibitions and trade shows on sales performance of state owned 
corporations, and to determine how integrating these marketing tools affect sales 
performance. Descriptive research was used in the study and the Target 
population was all the employees in marketing department of New KCC.   
Stratified and random sampling procedures were used to select an appropriate 
sample and structured a questionnaire was used as the instrument to collect the 
data. Descriptive statistics was used to analyze data which was presented in 
tables and figures from which conclusion and recommendations were drawn. It 
was concluded that marketing communication activities have significant impact 
on organizational sales performance more so of the state owned corporations. 
Organizations thus need to take note of the different nature of impact exuded by 
different communication activities. It was recommended that organizations need 
to take advantage of the integration of these activities to get better results and a 
further study is necessary to determine which combinations would give better 
results. 
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CHAPTER ONE:  INTRODUCTION  
This chapter introduces the study. It contains the background of the study, 
statement of the problem, objectives of the study, research questions, significance 
and scope of the study. 
1.1 Background of the Study 
Businesses today operate in a very complex environment with heightened 
competition and increased consumer demands. To overcome such complexities 
organizations have found it necessary to increase the levels of investment on 
attracting and retaining customers. The ultimate goal of doing this is to maintain 
and increase sales volumes, which in turn impacts positively on profitability of 
the organization (Kotler, 2001). Businesses have therefore focused on marketing 
programmes that emphasizes on delighting customers and addressing their 
needs and wants more efficiently and effectively than competition (Kotler, 2001). 
Marketing scholars have observe that it is not enough to make good products, 
price them favourably and distribute them to customers, but organizations must 
also continually communicate with their current and potential customers. 
(Sørensen, 2014). To this effect several marketing communications tools have 
been engaged by organizations to win and retain customers. These tools include 
advertising, public relations, sales promotions, product branding and packaging, 
direct marketing, personal communications, sponsorships, Trade shows and 
exhibitions (Copley, 2004)  
  
Every business emphasizes on profitability and generating enough revenues 
without which there is no reason of being. In this regard generating enough sales 
is the most important aspect of any business activity. Selling as a marketing 
function must begin with creating awareness then attracting interest, eliciting the 
desire to make the purchase action - explained in a framework known as the 
AIDA model (P. Kotler, V. Wong, J. Saunders, G. Armstrong). Marketing 
communication tools are the means used to achieve customer’s responses in 
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every stage in this model. These tools are sometimes referred to as marketing 
communication mix or the promotion mix (Kotler, 2001).  
  
Organizations spend a lot of money in conducting all kinds of promotions 
around the world. Over $245 billion was spent on advertising alone in the United 
States in the year 2003, (Advertising Age, 2005). According to a report by 
PricewaterhouseCoopers (2005), a global accounting firm, the worldwide 
advertising spending alone rose to $385 billion, and is projected to exceed half a 
trillion dollars by the year 2020. A similar study conducted by Ernst & Young 
(1996) showed that marketing communication disbursement on leading branded 
goods represents between 7 and 10 per cent of sales revenue. In spite of the 
massive spending on these promotional activities, a vital economic question is up 
till now to be determined: is there a significant association between such 
expenditure and sales performance? 
   
Many governments in the world operate enterprises as state owned corporations. 
This concept was started after the Second World War by governments as an 
intervention of tapping the opportunities across the world created by the two 
world wars. It was also a means of creating employment to the citizenry (PwC, 
2015). Over the years this concept has grown and is continuing to do so with 
many governments investing in the areas of infrastructure, strategic goods and 
services, postal services, arms, natural resources, energy, politically sensitive 
businesses, broadcasting, banking etc. (Wikipedia, 2018). Although these state 
owned organizations may be thought of to be running smoothly given the 
government support they enjoy, studies have shown that they face similar 
marketing challenges private firms encounter (PwC, 2015). These challenges 
include the threat of competition from the private sector, threat of new entrants 
in their market, distribution challenges, value chain integration challenges of 
bargaining power of suppliers, substitute products and the bargaining power of 
buyers (Johnson, G., Whittington, R. and Scholes, K, 2009). There has been 
notable phases of change in the government owned organizations due to 
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deregulations and opening up of markets to foreign multinationals. This has had 
significant impact on the performance of sales in state owned enterprises with 
many of these organizations closing down. To survive state owned corporations, 
just like their privately owned counterparts, have resorted to lots of creative 
marketing communication activities. They have spent a lot of public funds in 
these activities, and more research need to be done to determine the impact of 
such expenditure on sales volume. A lot of concern has been increased about the 
spiraling costs of promotions, while having very little considerate of their return 
on investment. (N.Y D Okyere, G.K.Q Agyapong, K. M Nyarku, 2011) 
  
In Kenya the situation has not been any different. Many state owned 
corporations have faced challenges and some have collapsed in the process 
ending up wasting public resources. It is thus important to do more research on 
the subject of promotional activities by state owned corporations. In this study 
New KCC has been chosen due to the many challenges it has faced and 
overcome. The New KCC has been in Kenya since 1925. Its original purpose was 
to provide a channel for dairy farmers to sell their milk. The role of KCC Ltd was 
buying, processing and selling dairy products both in the domestic and export 
markets. The company matured considerably as a result of support from the 
Kenyan government and international donors while operating in a monopoly 
until the 1990s. After liberalization of the dairy sub-sector, the company 
collapsed in the year 2000 and was put under receivership before being sold off 
to private investors (Ngati, 2009). The Kenyan government later bought it back in 
2003 as New KCC Ltd. Since then management has engaged marketing 
communication activities attributable to its good performance. 
 
1.2 Statement of the Problem 
As competitive pressure piles up on organizations, their survival depends on 
how they handle the threats in their industries. (Kotler, 2001). Many 
organizations have adopted the Market –led organization concept which puts the 
customer first and last. These Organizations have been putting huge budgetary 
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allocations on marketing communication activities aimed at improving the 
company’s sales and profitability.  Communicating with customers goes a long 
way in improving sales and retaining customers. A research by CMO Survey 
found out that 11.1% of budgetary allocations in organizations is the average 
spent on marketing communication activities by most organizations. The 
research further established that marketing spend is mixed, but there are a 
number of industries that spend considerably more than others. (Jones, 2018). 
The biggest question has been as to whether organizations are getting value out 
of the huge sums of money invested in these marketing communication 
activities. Specifically, the sales executives want to know the impact these 
marketing activities are having on sales performance to enable them take 
advantage of them. Studies done in the USA indicated that marketing 
communication activities have direct impact on sales performance of 
organizations. Many scholars have found key insights on the importance of 
marketing communication and how it is impacting the company’s sales success 
(Gillum, 2013). Although several research have been done on the impact of 
marketing communication strategies on sales performance of organizations, 
there is still a lot of gaps in answering the question as to whether the billions of 
shillings spent by state owned corporations is worth it.   
A number of years of educational research studying the relationship between 
marketing communication budget and sales performance and impending 
mandate has yielded unconvincing findings. Much as marketing communication 
is considered essential for the progress and existence of a business, its impact on 
a firm’s budget cannot, nevertheless, be ignored. Marketing communication 
expense consequently can no longer be viewed as just a current expenditure but 
rather an asset. If it is, then managers must ensure that the returns on 
investments here bear positive results on sales performance (Copley, 2004) and 
therefore a choice of the right strategies is necessary. This study seek to find out 
how impactful the tools of marketing communication mix are on sales 
performance of state owned corporations in Kenya with special reference to New 
KCC Limited. 
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1.3 Objectives of the Study 
1.3.1 General Objective 
The main objective of the study was to determine the impact of marketing 
communication strategies on sales performance in state owned corporations in 
Kenya, with a special reference to New KCC Ltd. 
1.3.2 Specific Objectives 
i. To determine the effect of Advertising on sales performance in state owned 
corporations in Kenya. 
ii. To determine the impact of Public Relations activities on sales performance of 
state owned corporations in Kenya. 
iii. To determine the impact of product packaging and branding on sales 
performance of state owned corporations. 
iv. To establish the impact of sales promotions on sales performance of state 
owned corporations 
v. To establish the impact of exhibitions and trade shows on sales performance 
of state owned corporations. 
vi. To determine how integrating these marketing strategies affect sales 
performance of state owned corporations. 
 
1.4 Research Questions 
i. How does advertising impact on sales performance in state owned 
corporations in Kenya. 
ii. What is the impact of Public Relations activities on sales performance in state 
owned corporations in Kenya? 
iii. How does product branding affect sales performance of state owned 
corporations? 
iv. To what extent do sales promotions affect sales performance of state owned 
corporations? 
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v. Do exhibitions and trade shows have any impact on sales performance of 
state owned corporations? 
1.5 Significance of the Study 
1.5.1 Management of State owned corporations 
The findings of this study is useful to the management of state owned 
corporations in Kenya especially the New KCC Limited by providing insight into 
the usefulness of engaging marketing communication tools to improve sales 
performance. It is also helpful in identifying the most appropriate tools to use.    
1.5.2 The Government of Kenya 
The Kenyan government and professional bodies involved in policy making 
would get information useful in formulating policies of regulatory processes in 
the industry to ensure economic growth and development.  
1.5.3 Other Researchers 
Researchers and scholars in the field of management and leadership are be able 
to use the information gathered as a basis for further studies. This research 
therefore contribute to the existing body of knowledge in marketing 
management 
1.6 Scope of the Study 
The study seeks to determine how marketing communication tools impact on 
sales performance in state corporations in Kenya with specific reference to New 
Kenya Co-operative Creameries Limited.  The study is to be conducted at The 
New Kenya Co-operative Creameries Limited headquarters in Industrial Area of 
Nairobi. The target population for the study was be the 230 sales and marketing 
employees and senior management of New Kenya Co-operative Creameries 
Limited  
1.7 Chapter Summary 
The study seeked to determine how marketing communication tools impact on 
sales performance in state corporations in Kenya with specific reference to New 
Kenya Co-operative Creameries Limited.  The study was conducted at The New 
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Kenya Co-operative Creameries Limited headquarters in Nairobi, Industrial 
Area. The target population for the study was all the 230 sales and marketing 
employees and senior management of New Kenya Co-operative Creameries 
Limited based at the headquarters. 
CHAPTER TWO: LITERATURE REVIEW 
2.1 Introduction  
This Chapter presents both theoretical and empirical literature reviews in line 
with the research objectives. The literature offers limited empirical and 
theoretical insights into marketing communications influence on sales 
performance in different kinds of industries, and goes ahead to identify the gaps 
upon which the study is built to explore the impact of various marketing 
communication strategies on sales performance in organizations. The chapter 
discusses the general marketing theories on marketing communications 
strategies and how organizations take advantage to improve sales performance. 
It also explores the relationships between advertising, sales promotions, Public 
Relations, branding and trade exhibitions, and sales performance. It concludes 
with the conceptual framework of the study. 
2.2 Marketing Communications   
Marketing communications is the branch of  marketing that represents the 
combination of all activities meant to present a product to  promote  exchange 
and  shared  meanings  with  stakeholders  of a brand  (Kotler P. , 2003).  
Businesses use different tools to promote products and services.  The objective of 
marketing communications is to provide information to the target audience and 
boost the customer’s inclination to purchase the product. The concept of 
marketing communication involves all the various ways organizations perform 
dialogue with its customers during the preselling, selling, consuming, and post-
consuming stages (Kotler P, 2003).   Communication is defined as the process of 
transmitting information and a common understanding from one person to 
another (Keyton, 2011). The word communication is borrowed from the Latin 
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word- communis, which means common. Unless there is a common 
understanding between those involved, communications does not take place. 
The process begins with the sender who encodes the message and sends it to the 
receiver who decodes the information and then reacts to it by giving feedback 
.For communication to be effective and bring results there has to be a realm of 
understanding between the sender and the receiver.  Organizations send 
messages out to their current and potential customers and wait for responses by 
either purchase action or rejection of the product, the expectation is that 
customers would respond positively by buying products. Figure 2.1 elutriates a 
traditional outbound model as applied in marketing communications. (Pretoria, 
2018). 
   
Figure 2.1: Traditional outbound marketing communication model 
 
Source: (University of Pretoria Repository) 
As companies increase in number and as the competition becomes more and 
more intense companies realize that producing quality products, price them 
favorably and distributing them is not enough. It is also important to continually 
communicate with current and potential customer in order to gain competitive 
advantage (P. Kotler, V. Wong, J. Saunders, G. Armstrong, 2005). Scholars have 
identified five major marketing communication strategies although there are 
several emerging tools in marketing due to advancement in technology. These 
tools are commonly referred to as the Marketing communication mix or the 
Traditional outbound marketing communication model 
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promotional mix. These tools include Advertising, personal selling, sales 
promotions, public relations, exhibitions and direct marketing. Communication 
also goes beyond these tools by including the product branding and packaging, 
the pricing  and the outlets of distribution -all communicate something about the 
product (P. Kotler, V. Wong, J. Saunders, G. Armstrong, 2005). In this age of 
heightened competition, organizations must convince customers to choose their 
product as opposed to that of competitors. The means to do this is through 
marketing communications. Since all businesses are concerned with improving 
profitability, sales performance becomes the central purpose for all marketing 
activities and a measure of the company’s overall performance. (N.Y D Okyere, 
G.K.Q Agyapong, K. M Nyarku, 2011). To this end marketing communication 
tools have become a necessity for improving sales performance.  
 
Any Sales begins with awareness creation targeting both the current and 
potential buyers, and cause them to respond to the information in a way that 
marketers want.  In order to elicit desired action by the customer, marketing 
communications should be presented in a manner that attract attention, Create 
Interest, cause desire for the product, and elicit "action" of purchase. This 
communication concept is known as the AIDA principle (Kotler P. 2003). In most 
cases the action desired by the organization is that the customer buys the 
product to increase sales and profitability (O.C. Ferrell, Michael D. Hartline, 
2010). It is however important to note that it is not an automatic and easy 
decision since for marketers since it is possible to spend huge sums of money on 
marketing communications but fail to realize the desired sales performance.  If a 
communication does not improve sales performance of an organization, it is 
wasteful irrespective of how many people see or hear it. (N.Y D Okyere, G.K.Q 
Agyapong, K. M Nyarku, 2011). Organizations have been spending billions of 
dollars worldwide in marketing communication activities and many have reaped 
good results of increased sales. Studies have show that the global marketing 
spent by companies on marketing communication will increase to over US$460 
billion annually by the end of 2018 (Statista, 2018). In spite of the huge spending, 
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it is not very clear whether there is a relationship between such marketing 
expenditure and sales performance. Many organizations now regard 
promotional expense as investment and not an expense, and as such the activities 
must have a return on investment (N.Y D Okyere, G.K.Q Agyapong, K. M 
Nyarku, 2011). 
 
Many scholars believe that when promotional tools are integrated they produce 
better results in terms of eliciting purchase action among the target market. The 
concept of integrated marketing communication was originally a one way 
platform where the organization could inform, interest and persuade their 
customers to purchase products by integrating a number of promotional tools all 
sending the same message. However with the increase of technology like the 
internet organizations have moved to a more interactive and more targeted 
communication methods. (Kotler P. , 2003).  In this concept a company carefully 
integrates and coordinates all its communication channels to deliver a clear, 
consistent, and compelling message about the organization and its products. This 
means that when an advertisement is running it must have the same message as 
a PR and personal selling all in line with the product branding messages. The 
idea is to combine the strengths of all of the marketing mix to communicate a 
consistent message and a single idea to the customers, and to take advantage of 
synergies among the promotional tools to create a marketing mix tailored to 
deliver the right message in the right way (Sørensen, 2014). Kotler suggested 
eight steps for developing an effective marketing communications program: (1) 
identifying the target audience, (2) determining the communication objectives, 
(3) designing the message, (4) selecting the communication channels, (5) 
establishing the total communications budget, (6) deciding on the 
communications mix, (7) measuring the communications’ effectiveness, and (8) 
managing the integrated marketing communication process. (Kotler P. 2003). 
Scholars believe that if this process is followed in the right way then there is high 
possibility of increasing sales performance. Some scholars suggest a six step 
procedure for a successful marketing communications model including: (1) 
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brand   positioning,   (2)   campaign Objectives, (3) creative strategy, (4) 
promotion strategy, (5) Media strategy, and (6) campaign management. (John R. 
Rossiter & Steven Bellman, 2005). A study conducted by Karimi Muthengi on the 
impact of marketing strategies on sales performance of commercial Banks in 
Kenya revealed that marketing improves sales in the industry irrespective of the 
size or nature of the bank. (Karimi, 2015) 
Due to the breakdown of monopolies in many markets in the world and 
deregulations by countries resulting into free competition, state owned 
corporations must now compete and win in their markets. They must benchmark 
with the global market leaders in the industries and satisfy the customers better 
than competition. As a result Marketing communications have become a 
necessity for state owned corporations in order to compete and improve their 
sales performance. Despite the upsurge of privatization in developing markets in 
recent times, State owned corporations continue to control a good portion of 
national GDP in Africa, Asia, Eastern Europe, and Latin America. These 
enterprises, controlled by governments, struggle to match the private sector’s 
sales performance, and potential profits continue to be unrealized. Some state-
owned corporates also face increased pressure to support political promises 
through higher spending and job retention. Despite these constraints on 
Parastatals, they can still improve their performance through a well-planned 
promotional mix (Arief B., Diaan-Yi L., Seelan S. 2009). Although a lot of studies 
have been done on the impact of marketing communications on the performance 
of organizations, a lot of questions still need to be answered weather there is 
significant improvements in sales due to the various marketing communication 
activities by state owned corporations.  
In Kenya after independence the  government  have been investing in state 
corporations with an aim of meeting   both  commercial  and  social goals, 
including:  correcting  market  failures; exploiting social and political objectives;  
providing education and health; and  redistribution of income to develop 
marginal  areas. (Njiru, 2008). The performance of some of the corporations has 
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been very good although others have performed very poorly to the brink of 
collapse. Most of the Parastatals which have been performing well have 
embraced good corporate governance and Market led concept with the customer 
being key to its business focus. Most of the performing state owned enterprises 
in Kenya have also adopted integrated Marketing communications strategy 
involving advertising, sales promotions, Personal/Direct marketing, Public 
relations and of late exhibitions and trade shows. This research investigates the 
effectiveness of these marketing activities on sales performance.  
  
2.3 Advertising and sales performance 
The Advertising Association of UK defines advertising as any communication, 
usually paid-for, specifically intended to inform and/or influence one or more 
people (Bullmore, 2011). Other scholars define it as  any paid form of non-
personal presentation and promotion of ideas, goods, or services by an identified 
sponsor including  business firms, museums, charitable organizations, and 
government agencies (Kotler, 2001). In developing an advertising program, 
successful firms start by identifying the target market and buyer motives. From 
there five critical decisions, known as the five ‘M’s of advertising are made: 
Mission: What are the advertising objectives? Money: How much can be spent? 
Message: What message should be sent? Media: What media should be used? 
Measurement: How should the results be evaluated? (Kotler, 2001).  Other 
scholars view advertising as a tool of communicating marketing ideas and 
information about goods and services to an identified group, which employs 
paid space or time in the media or uses another communication vehicle to carry 
its message. It openly identifies the advertiser and his relationship to the sales 
effort (Akanbi, Paul A. and Adeyeye, Tolulope C. , 2011) . In this definition the  
main  role  of  advertising  is  to  make  known  the  availability of a product on 
sale.  In addition to this, advertising performs other useful roles in the society 
which include: Provision of employment, development of standards, better 
living standards, entertainment, relaxation and aesthetics (Akanbi, Paul A. and 
Adeyeye, Tolulope C. , 2011) 
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The relationship between advertising and sales has been the topic of lots of 
research and discussions designed to determine the response of sales on 
advertising campaigns. Almost all advertisers subscribe to one of two models of  
advertising/ sales response function: the Concave downward function and the S-
Shaped Response Function. The Concave Downward Function holds that the 
effects of advertising budgets follow the law of diminishing returns which states 
that as the amount of advertising increases, its incremental value decreases. This 
follows the logic that those with the greatest potential to buy are more likely to 
act on the earliest exposures, while those less likely to buy are not likely to 
change as a result of the advertising. For those who may be potential buyers, 
each additional advert  will supply little or no new information that would affect 
their decision. Thus, according to the concave-downward function model, the 
effect of advertising quickly begins to diminish. Budgeting under this model 
suggests that fewer advertising expenditures may be needed to create the 
optimal influence on sales (Akanbi, Paul A. and Adeyeye, Tolulope C. , 2011) 
 
Figure 2.2: Traditional Concave Downward Function 
 
Source: (Akanbi, Paul A. and Adeyeye, Tolulope C. , 2011) 
 
The S-Shaped Response Function  
Marketers believe that the sales response function to advertising is represented 
by an s-shaped response curve. At the starting point of advertisement the 
expenditure has insignificant effect on the sales performance shown in range A 
of figure 2.3 below.  After some expenditure level has been attained (Range B), 
the advertising efforts begin to have impact on sales increments.   This increase 
 
 
          Incremental Sales 
 
 
 
 
 
 
 
 
                                                Advertising expenditure 
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continues only to a certain point and then reaches a certain point (range C) where 
any increased expenditure on advertising was have little impact on sales volume. 
This model recommends that it is good to operate the advertising budget at a 
level where it impact on sale volume. It suggests that a small advertising budget 
is likely to have no impact beyond the sales that may have been generated. It 
then reaches a certain point (Range C) where any additional expenditure on 
advertising was be considered a waste.  
Figure 2.3: Traditional S-Shaped Response Function 
 
Source: (Akanbi, Paul A. and Adeyeye, Tolulope C. , 2011) 
The research done by Akanbi and Adeyeye  to find out the Association between 
Advertising and Sales Volume in Nigerian Bottling Company Plc concluded that 
there is improvement in the sales of the company as a result of  advertising and 
that a relationship existed between advertising and the sales performance of the 
company (Akanbi, Paul A. and Adeyeye, Tolulope C. , 2011) 
 
2.4 Public Relations and sales performance 
Public relations is defined as   the    management    function    that identifies,    
establishes,    and    maintains    mutually beneficial    relationships    between    
an    organization and its publics    on    whom    its    success    or failure    
depends.”  (Glen M. Broom, Scott M. Cutlip, 2012)  The Duties of public relations 
has been classified by scholars into three categories including: Informing, 
Advertising and encourage, and Seeking cooperation, integration and optimizing 
affairs (S. Gilaninia, M. Taleghani, M. E. Mohammadi, 2013).        Public  relations  
is considered as a marketing communication tool necessary for the survival of 
Traditional S-Shaped Response Function  
 
 
Incremental Sales                          
 
 
 
 
 
 
 
 
 
                                      Range A              Range B              Range C 
                                     Advertising expenditure 
 
24 
 
the organization  as it deals with relations that build  and  maintain  a  hospitable  
environment for an organization to operate while other Marketing 
communication tools  build and maintain a market for the   organization’s   
products   and   services (R. M. Shamsan, M. Otieno, 2015). Public relations 
professionals use several tools to achieve their communication goals. The tools 
include News, Speeches, Special Events, Mobile Marketing, Written Materials, 
Audiovisual Materials, Corporate Identity Materials, and Public Service 
Activities. Of late the growth of internet has introduced the social media as a 
very important tool of PR activities (Gregory, 2010)  
The role of Public Relations in organizations is mainly to help in planning and 
communicating the company’s vision and its responsibilities to the various 
stakeholders (Gregory, 2010). Public relations has a major contribution to make 
in improving sales performance through directly mentioning the brand in its 
various campaigns or indirectly by guarding and managing reputation of the 
company through its activities such as corporate social responsibility (CSR) 
(Gregory, 2010). With a good reputation people are more likely to try its 
products, buy shares, believe its marketing communications, work for it, do 
business, and support it.  
 
A lot of research is going on to determine the effect of PR activities on sales, but 
marketers agree that there is significant influence on sales performance whether 
used alone or integrated with other tools (C.P.R, 2005). P.R activities can boost 
sales performance by influencing the consumers’ decision process. It can be 
designed to create awareness of the brands, increase interest and the willingness 
to purchase, give assurance to those who have purchased and build ongoing 
preference (C.P.R, 2005) 
 
A Study conducted by Lise Chartier and Christian Leray (2007) to determine the 
impact of public Relations on Organization’s sales found out that  five  out  of  19  
countries  questioned  for  their biannual public  relations  industry  survey 
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,  cited  better  recognition  of  the  value  of  public relations  as  one  of  the  
main  factors  that  can  potentially  affect  a  company’s sales growth. (Lise 
Chartier , Christian Leray, 2007) Today Public Relations has been identified as a 
strategic communication function whose activities can produce positive return 
on investment (ROI). Although it might be very difficult to place a monetary 
value on the result of PR activities, there are various examples of how good 
relationships have reduced the cost of litigation and negative Publicity; gained 
from lobbying towards favourable regulation or legislation; or increased revenue 
through the sale of products and services to relevant stakeholders. A study 
conducted by R.M Shamsan and M. Otieno (2015) to investigate the effects of 
Strategic Public Relations on Organization Performance with reference to Kenya 
Red Cross Society concluded that strategic PR has positive influence on media 
relations, crisis management, organization alignment and donor relations (R. M. 
Shamsan, M. Otieno, 2015).  Another study conducted by Peter A. OtI, ,Ben E. 
Odigbo and Agnes Bassey to determine the Impact of Public Relations 
Expenditure on Corporate Performance of Commercial Banks in Nigeria found 
out  that Public  relations  corporate  image  management , media relations and 
customer relations practices of  commercial  banks  in  Nigeria  have  significant  
effect  on  their Corporate performance. The implication of the first result is that 
public relations practices is the antidote to good corporate performance and 
cannot be ignored by any modern business (P.A Atol, B.A Odigbo, A. Bassey, 
2016) 
 
2.5 Branding and packaging and sales performance 
 
We live in a branded world with lots of messages of which we are expected to 
consume amidst a complicated modern life (Nicolino, 2001). Likewise in our 
busy lives we have to find time to purchase things for our daily requirements. 
Today brands have become major players in our society and they appear to 
influence all spheres of our lives including cultural, social, economic, and even 
religion. (Kapfere, 2008). People have turned to the products they know to lessen 
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the pressure on their lives. Thus branding has become a necessary tool for 
gaining competitive advantage and improving sales performance of 
organizations. Patricia F. Nicolino defines a brand as an identifiable entity that 
makes specific promises of value. (Nicolino, 2001).  She goes ahead to state that 
brands are a valuable asset of the organization which must be taken care of for it 
is in them that the employees receive their pay checks. Brands are just a set of 
promises that must not be broken to assure tomorrow’s sales (Nicolino, 2001)  
 
Branding is a communication by brand managers to a target audience and can be 
done on various items, the most popular one being the product itself. In this case 
the product is either packaged or inscribed with identifiable symbols, pictures, 
names, logo etc which identifies the product from all the rest. In most cases these 
identifiers are patented to prevent other organizations from copyrights. It is from 
these identifiers that the consumers differentiate the product from others. 
Organizations feel that branding is not simply a matter of communication only 
but a brand bears in its name and visual symbols all the generosity created by the 
positive involvements of clients or prospects with the company’s products, 
channels, stores, communications and its people. However, this means that it is 
necessary to manage these points of contacts in a more responsive way not to 
damage such experiences. To impact on good sales and improved revenues it 
takes more than branding to build a brand (Kapfere, 2008).  
 
Organizations have extended branding to stores and on billboards that 
communicate to the consumers about the product .A Study conducted by Rotich 
and others to determine the Effect of Store Branding on Sales Performance of 
Consumer Goods in the Retail Stores in Nakuru Town, Kenya noted that store 
brand represents the new frontier and offers new possibilities.  The creation of an 
offer with store brand is the strategic tool with the best perspectives, and that 
retail branding, nowadays is a real strategy for improving the brand 
performance. They concluded that there is a strong relationship between store 
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branding and sales performance (J. Rotich, K. Moriasi, S. C. Korir, E. K. Rono, B. 
O. Asienyo, 2016) 
 
With the increase of competition in the world today consumers make purchase 
decisions based on a positive product image rather than the product itself thus 
creating a good brand image impacts on company sales. A study conducted by 
Deborah Ivy Lamptey on the effect of branding on organizational performance in 
the retailing of pharmaceutical products-the mediating role of customer service 
indicated that branding and Organizational performance are significantly and 
positively correlated (P=0.692; p<0.01). However R square revealed that a unit 
change in Branding explains 6.5% variation in organizational performance. 
Therefore there is significant positive relationship between branding and 
organizational performance. (Lamptey, 2016) 
 
2.6 Sales promotions and sales performance 
Sales promotion is a collection of marketing campaign activities consisting of a 
diverse collection of incentive tools, mostly short term, designed to stimulate 
trial, or quicker or greater purchase, of particular products or services by 
consumers or the trade. (Kotler P, 2003) These tools include product samples, 
coupons, cash refunds, price offs, premiums, prizes, patronage rewords, free 
trials, warranties, tie-in promotions, point of purchase promotions, etc. It has 
been identified that sales promotion as a communication tool works best when 
integrated with other communication tools like advertising and product 
displays, branding and PR. (Kotler P. , 2003) .Sales promotions are mainly used 
to attract new triers, reward loyal customers, and to increase the repurchase rates 
of occasional users and attract brand switchers. Life is full of choices, and a good 
sales promotion must attract customers to stop for a moment, think about a 
product and move them to purchase or try. The hidden benefit is that if 
customers take up your product, anfd if your product delivers they will most 
likely switch from competition (Mullin, 2010) . For the shopper at the point of 
sale, there are too many selections, and a careful placement of products can 
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stimulate purchase of your products from the shelves.  According to Mullin sales 
promotions works by increasing volume;  increasing trial; increasing repeat 
purchase; increasing loyalty; widening sage;  creating interest; creating 
awareness; deflecting attention from price; gaining intermediary support; 
discriminating among users; restoring brand perceptions and deflecting attention 
from complaints after operational mishandling of customer accounts; and 
retaining brand perception on service failure. (Mullin, 2010) 
 
In a study done in Accra Ghana to establish The Impact of Sales Promotions on 
the Performance of Auto-Mobile Industries in Ghana, the majority of 
respondents agreed that sales promotions stimulate resellers demand and attract 
switchers (Isaac Tandoh, Loretta Sarpong, 2015). With regard to the effects of 
sales promotion, most of the respondents agree that trade shows increase sales of 
cars and that sales promotions increases profit in the organization as well as 
increasing shareholders’ returns. Despite all these positive impacts associated 
with sales promotion in automobile market, most respondents agreed that sales 
promotions is costly and thus hinder its effectiveness (Isaac Tandoh, Loretta 
Sarpong, 2015) 
 
2.7 Trade shows and exhibitions and sales performance 
Trade shows and exhibitions are marketing communication tools which are used 
by organizations as a shop window where potential customers can feel and 
interact with the product as they learn more on it from the marketing team. 
Typical of these kind of shows and exhibition is the Kenya Agricultural shows 
(ASK), Road shows, exhibitions etc. Ordinarily people who visit these shows 
may not purchase immediately but want to learn about the product for future 
purchase (Copley, 2004). Many organizations however have been taking 
advantage of such trade shows and exhibitions to make sales. It has worked for 
small scale organizations as well. It is a very powerful tool for introducing new 
products into the market especially when combined with other promotional tools 
like advertising and sales promotions (Kotler P. , 2003).   
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A study done to examine the impact of trade exhibitions /shows on performance 
of SMEs in Mwanza, Tanzania found out that the majority of SME operators’ 
shows made lots of sales during and after trade exhibitions. The trade shows 
were found to generate more product inquiries in first few months after the 
event which helped SME operators to grow their sales (Maporo, Maneno, 2016).  
A study done by Rilla Engblom (2014) to investigate the role of Trade fairs as 
Part of the Firms' Marketing Communication - an Integrated Trade Fair 
Participation Process showed that organizations that integrated trade shows and 
exhibition performed much better than their counterparts who do not (Englbon, 
2014) 
 
2.8 The Conceptual framework 
Figure 2.4: The conceptual framework                                            
Independent Variables                                                         Dependent Variable 
 
 
 
 
 
 
 
Source: Researcher own construct 2018 
 
The above diagram illustrates the conceptual framework that prototypes a 
relationship between the independent variables of advertising, public Relations, 
sales promotion, Branding and trade exhibitions, and the dependent variable of 
organizational sales performance. The model shows that all the marketing 
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communication tools can either have a direct impact on sales performance of 
organizations or influence sales performance through an integration of all or part 
of them. All of the unilateral relationships affect directly the organizational 
performance in terms of sales volume by influencing customer decision making 
during the buying process.  
 
  
CHAPTER 3: RESEARCH METHODOLOGY 
3.1 Introduction 
This chapter discuss the methodology used in collecting data for the study. These 
are the methods and procedures charted in conducting this research. It explains 
the research designs used in the study. The population, sample size and 
sampling procedures. The methods of data collection and data analysis are also 
described here in details. 
 
3.2 Research Design 
The research design constitutes a blue print of the collection, measurement and 
analysis of data in a more formalized and structured way with clearly stated 
hypothesis or research questions (D. R Cooper, P. S Schinler, 2005). The 
descriptive research design have been used to identify the perceptions of the 
subject population of all sales and marketing staff of New KCC Ltd on the topic. 
The researcher then estimate the proportions of the population that have similar 
characteristics and discovered the associations between marketing 
communication activities and sales. The study used samples to describe events or 
define attitudes, opinions or behaviors that were observed and measured. 
(McNabb, 2002). Several statements were used to describe how marketing 
communication strategies affect organizational sales performance and responses 
quantified to determine whether the independent variables – marketing 
communication elements registered any significant effect on the dependent 
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variable - sales. In the other hand secondary data was however obtained from 
both within New KCC Ltd, and data outside the organization.  
 
3.3 Population of the Study 
A population is defined as the aggregate of all cases that conform to some 
designated set of specifications (C. F Nachmias, D. Nachmias, 2003). In this study 
the researcher was limited to Sales and Marketing employees of New KCC 
Limited head office in Nairobi. This is because the head office in Nairobi had a 
representation of all categories of employees who had been with the company for 
years. Data was gathered from the primary sources of respondents, that is the 
relevant departmental employees of New KCC Ltd. The estimated population of 
these employees targeted is 230.   
 
3.4 Sample and Sampling Procedure 
Sampling is concerned with the selection of a subset of individuals from within a 
statistical population to estimate characteristics of the whole population (D. R 
Cooper, P.S Schindler, 2005). At the onset a purposive sampling procedure used 
to identify the relevant departments to concentrate the study. In this case the 
departments dealing with marketing and sales was identified as more relevant to 
the study. Both stratified and random sampling techniques were used in 
selecting the sample of employees from the population. The stratified 
nonprobability sampling involved the sample being drawn from the various 
groupings of the population of marketing employees. (C. F Nachmias, D. 
Nachmias, 2003). In order to select an appropriate sample size, the employees 
were grouped into four strata as in the table below:  
 
Table 3.4: Sample population and strata 
Categories  Total 
population 
% Sample Sample 
population 
Top Marketing managers   4 100% 4 
Mid –level Managers and supervisors  in 
Sales and marketing department 
36 30% 11 
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Operational Staff in sales and marketing 
dep. 
190 30% 57 
Total  230  72 
 
The researcher use a sample size of 72 employees as this was to be a manageable 
number given the resources available and the nature of responses needed. Many 
authors agree that the accuracy of the research result does not depend on the 
percentage of respondents interviewed (D. R Cooper, P. S Schinler, 2005). Due to 
the crucial information normally held by higher level management the researcher 
interviewed all the senior managers in marketing department since they were 
few. For the other strata the researcher purposively took 30% of each to be a 
manageable percentage given the resources and applied a simple random 
sampling procedure to identify the individuals from the list of employees to be 
interviewed.  
 
3.5 Data Collection Method 
According to Nachmias, data are a set of values of qualitative or quantitative 
variables (C. F Nachmias, D. Nachmias, 2003). This study made use of both 
primary and secondary sources of data. Secondary data refers to data that was 
collected by someone other than the user. Common sources of secondary data for 
social science include censuses, information collected by government 
departments, organizational records and data that was originally collected for 
other research purposes the researcher used all these to get the secondary data. 
Primary data, by contrast, are collected by the investigator conducting the 
research. In this study primary data was obtained using questionnaires while 
secondary sources included published documents, articles, internet sources and 
the company’s records. For primary data questionnaire was designed for the 
employees of New KCC Ltd. The questions in the questionnaire was divided into 
sections:  The first section collected the demographic data of the respondents, 
whiles the remaining sections was further divided accordingly into each 
objective. The questionnaires were handed personally to the respondents by the 
researcher. 
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3.6 Reliability and validity of the instrument 
To measure the reliability of the research instrument, a pilot study was 
conducted in preparation for the complete study to pre-test the research 
instruments or interview schedules. A measure of reliability is to test whether the 
instrument will give similar results in several projects if other conditions remain 
the same (D. R Cooper, P. S Schinler, 2005). A Pilot study also helps in foreseeing 
the future attributes of the study to be done and avoid future failures hence 
avoid loss of money and time.  In this study the researcher carried out a pilot 
study by giving out the questionnaires to employees of New KCC Ltd marketing 
department who were not participating in the study to test the reliability of the 
research instruments. The results from the pilot study was then compared to the 
actual study. The instrument was deemed to be reliable since the result showed 
consistency in both cases.  
To test validity the researcher relied on unwavering quality of the investigation 
from the management and experienced researchers who consented that the 
examination to be done is solid. The poll was also additionally tried for 
unwavering quality by utilizing Cronbach coefficient alpha to decide the inward 
consistency of the things. This is a strategy for assessing dependability of test 
scores by the utilization of a solitary organization of a test (C. F Nachmias, D. 
Nachmias, 2003)  
 
3.7 Data presentation and Analysis 
The data was edited and coded for purposes of involving statistical packages.  
The Statistical Package for Social Sciences (SPSS) and STATA was used in 
analyzing primary data gathered from the field. Descriptive statistics such as 
frequency distribution tables, charts, and graphs were used to present the results 
collected from the field (C. F Nachmias, D. Nachmias, 2003).  
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CHAPTER FOUR: RESULTS AND DISCUSSIONS  
4.1 Introduction  
This chapter outlines the results and findings of the study. A total of two 
hundred and thirty marketing employees of New KCC based at the head office 
formed the target population and a sample of 72 was drawn from the population. 
A questionnaire was used to collect the data. Of the total sampled, fifty five 
responded, giving a response rate of 76%.  
 
Table 4.1 Response Rate 
Sample  Response rate Percentage 
72  55 76 
 
The analysis of the response rate in table 4.1 shows that the response rate was 
high at 76%which indicating the study was successful.  
 
 
4.2.1. Gender response analysis 
Table 4.2 Gender response Analysis 
 
 Frequency Percent Valid Percent Cumulative % 
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 Male 44 61 61 61 
Female 28 39 39 100.0 
Total 72 100.0 100.0  
 
The gender analysis in table 4.2 indicate that male respondents were 61% while 
female was represented at 39%. This indicated that there are more male working 
in the marketing department than female. However the number of female 
respondents is still substantial enough to balance the gender bias that could 
result from this study.  
 
4.2.3 Age analysis of respondents 
Table 4.3 Age of respondents 
Age  Frequency Percent Cumulative 
Percent 
 18-30 years 13 18 18 
31-40 years 27 38 56 
41-55 years 24 33 89 
56 and above 8 11 100 
Total 155 100.0  
 
Majority of the respondent were aged between 31-40 years indicating that a 
greater population of marketing staff 56% are below 40 years which is consistent 
with the norm in marketing departments in organizations. This assured the 
researcher the information collected was valid. 
 
 
 
 
Table 4.4 Level of Education of respondents 
 Frequency Percent Cumulative % 
 Basic 6 8 8 
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Secondary 12 17 25 
Tertiary 17 24 49 
Degree 26 36                          85 
Non-formal 11 15 100 
Total 72 100.0  
 
Table 4.4 indicate the majority of the respondents, 85%, in the marketing 
department of the organization are literate which improved the validity of the 
responses.  
 
 
4.2.5 Position of respondents 
Table 4.5 Position in the organization 
 Frequency Response
% 
Cumulative % 
 Senior Management 4 100 6 
Mid-level management 8 73 17 
Operative staff 60 83 100 
Total 72   
 
Table 4.5 indicate that the majority responded well.  
 Table 4.6 Duration of Work with the organization 
 
 Frequency Percent Valid 
Percent 
Cumulative 
Percent 
 0-5 years 13 18 18 18 
5-10 years 27 38 38 56  
10-20 years 29 40 40 96 
20 and above 3 4 4 100 
Total 72 100.0 100.0  
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The study indicated that majority of the respondents had worked in the 
organization for 5-20 years and thus were aware of the activities which goes on 
in the organization. 
 
4.3 Company’s involvement in marketing communication activities 
When asked whether they are aware the company has been conducting 
promotional activities, all respondents agreed that the company has been 
engaged in promotional activities. Table 4.6 below indicate the level of 
involvement in the promotional activities. 
 
Table 4.7 The Level of Company involvement in the promotional activities 
MARKETING COMMUNICATION 
ACTIVITIES 
Greatly 
involved 
Moderately 
involved 
Less 
involved 
Not 
involved  
Advertising 44% 42% 14% 0% 
Public relations 37% 41% 21% 1% 
Sales promotions 7% 21% 52% 20% 
Product Packaging and  branding 76% 21% 3% 0% 
Trade shows and exhibitions. 52% 34% 12% 2% 
Integrated marketing communications  43% 38% 12% 7% 
 
There is a general agreement that over the years New KCC has been greatly 
involved in promotional activities. From the table product packaging and 
branding received the highest ranking of greatly involvement at 76% followed by 
Trade shows and exhibitions at 52%, advertising at 44%. Majority however felt 
that sales promotions has not been given a lot of emphasis with 72%indicating 
that the company has been less  and not involved in the activity. Respondents 
also agreed that the company has been involved in integrated marketing 
communication 81% indicating greatly involved and moderately.  
 
4.4 Impact of Advertising on Sales volume 
Table 4.8 Advertising activities impact on sales volume at New KCC.  
Does advertising improve sales Response’s %  
YES 91 
NO 9 
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There is a general agreement that advertising activities improve sales with 91% 
of the respondents agreeing and only 9% saying NO. Table 4.8 below shows the 
respondents agreement on the nature of the response curve. 
 
 
 
 
 
 
Table 4.9:  The nature of sales response to advertising 
Behaviour of response of sales to 
advertising 
Responses % Cumulative % 
Sales volume increases slowly at the beginning and 
then greatly until it reaches a point when it does not 
increase despite the advertising effort. 
67 67 
When advertising is launched the sales volume 
responds almost immediately upwards but reaches a 
point when it does not increase despite the 
advertising effort 
33 100 
 
There is a general agreement that any time the company is running 
advertisements on the media the sales volume increase. However majority 67% 
seem to support the S-shaped curve as the nature of response. Only 33 % of the 
respondents supported the traditional concave response curve. 
 
4.5 Public relations activities impact on sales 
Table 4.10 indicated the respondents feeling how PR activities impact on sales 
volume. 
Table 4.10: Public Relations impact on sales volume 
 
PUBLIC RELATIONS ACTIVITIES 
Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
1. Whenever there is PR campaigns 
sales volumes have increased. 
13% 55% 28% 3% 1% 
2. Sales volume increases long after the 78% 19% 2% 1% 0% 
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PR campaign is done  
3. Public Relations is more effective 
when combined with other 
promotions like sales promotions and 
advertising 
57% 22% 13% 7% 1% 
 
Generally the respondents agreed that there is some improvement of sales as a 
result of PR activities with 68% agreeing and strongly agreeing, 28% are neutral 
and only 4% either disagree or strongly disagree. However there is a strong 
indication that sales volumes do not immediately respond to a PR campaign 
activity but the response follows long after such an activity. 78% of respondents 
strongly agreed that there is no immediate response. Only 8% of respondents 
think that sales respond immediately. Majority also felt that PR activities are 
more effective when integrated with other marketing communication tools:  57% 
strongly agreed, and 22% agreed making 79% in agreement. 
 
4.6: Impact of branding and product packaging on sales 
When asked whether the presence of branded items improve sales table 4.10 
shows the response in percentage. 
 
Table 4.11: Impact of branded items on sales  
Does the presence of branded 
items improve sales 
Response’s %  
YES 51 
NO 49 
 
Although there is a slightly bigger percentage of responses 51% we are of the 
opinion that branded items improve sales, a large population 49% think it has no 
effect. From this research it was not possible to verify the reasons for the 
outcome and I recommend a further investigation may be necessary. However 
the responses in table 4.11 below may give insight as to their feelings 
 
Table 4.12: The impact of Branding on sales 
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BRANDING AND PRODUCT 
PACKAGING 
Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
1. Where there is a branded 
wall/ promotional materials 
sales improve greatly than in 
areas without. 
21% 16% 47% 14% 2% 
2. Branded products sell more 
than un-branded products if 
other factors like price and 
quality remain the same. 
63% 21% 12% 3% 1% 
3. Branding is more effective 
when combined with other 
promotions like sales 
promotions and PR and 
advertising. 
57% 17% 11% 7% 8% 
 
Although the majority of respondents (47%) are not sure whether the presence of 
branded items in a place could have positive impact on sales, they agree that 
branded items sell more than un-branded ones if all other factors of the product 
are the same. 63% strongly agree and 21% just agree giving a total of 84%. The 
majority also agree that branding when combined with other promotional 
activities is more effective than when run alone: 57% strongly agree and 17% just 
agree. 
 
4.7: The impact of sales promotions on sales volume 
Table 4.11 indicate how the responses as to whether sales promotional activities 
positively impact on sales.  
 
Table 4.13: Sales promotional activities impact in sales 
Does sales promotions improve 
sales volume 
Response’s %  
YES 89 
NO 11 
 
Majority of the respondents felt that sales promotional activities has a positive 
impact on sale volume. Table 4.12 indicate the nature of sales response to sales 
promotional activity. 
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Table 4.14: The nature of sales response to sales promotional activities 
 
From the table there is a general agreement that during the periods when the company 
is conducting sales promotional activities sales volume have always increase: 90% either agreeing 
or strongly agreeing. Most of the respondents also agree that sales will improve immediately the 
activities are launched and will increase to a certain point when the market seem to be saturated 
and there will be no more increase: 47% strongly agree and 23% just agree giving a total of 70%. 
 
4.8: The impact of trade shows and exhibitions on sales volume 
Table 4.13 indicate how the responses as to whether trade shows and exhibitions 
positively impact on sales.  
 
Table 4.15: Impact of trade shows and exhibitions activities on sales 
Do you think trade shows and 
exhibitions improve sales 
volume 
Response’s %  
YES 59 
NO 41 
 
A lesser majority of the respondents 59% felt that trade shows and exhibitions 
activities have a positive impact on sale volume. Table 4.17 indicate the nature of 
sales response to trade shows and exhibitions. 
 
SALES PROMOTIONS Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
1. During sales promotional activities  
sales volume have always increase  
69% 21% 6% 4% 0% 
2. When sales promotion is launched the 
sales volume responds almost 
immediately upwards till the market 
become saturated 
47% 23% 18% 8% 4% 
3. Sales promotions  is more effective 
when combined with other promotions  
55% 32% 11% 2% 0% 
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Table 4.16: The nature of sales response to trade shows and exhibition activities 
TRADE SHOWS AND EXHIBITIONS Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
1. Whenever the company conducts shows 
and exhibitions, sales volumes of our 
products have always increased.  
12% 18% 41% 27% 2% 
2. Shows and exhibitions is more effective 
when combined with other promotions like 
advertising, PR and personal selling and 
sales promotions. 
24% 39% 27% 6% 4% 
 
There is however a general agreement among the respondents that trade shows and exhibitions 
need to be integrated with other marketing communication tools in order to be more effective in 
increasing sales: 63% either agree or strongly agree.  
 
 
 
4.9: The impact of integration of the communication tools 
Table 4.17: The impact of integrated communication activities on sales 
INTEGRATED MARKETING 
COMMUNICATIONS 
Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
1. Whenever two or more 
promotional activities are run at 
the same time the company has 
recorded high sales than when it 
is only one. 
57% 21% 11%  6% 5% 
 
The majority of respondent agreed that when integrated the marketing communication tools are 
more effective in improving sales  
 
4.10 Chapter summary 
This study explored several marketing communication activities as independent 
variables having impact on organizational sales performance. The results 
showed that marketing communication activities has significant impact on sales 
performance of organizations with special reference to New KCC Limited. The 
majority of respondents indicated that whenever marketing communication 
activities are being undertaken at New KCC , sales volumes improved. It was 
also seen that different activities has different measurers of impact and when 
integrated the impact is much more.  
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CHAPTER FIVE: SUMMARY, CONCLUSION AND 
RECOMMENDATIONS  
5.1 Introduction  
This chapter reflects summary of findings, conclusions, recommendations and 
suggestions for further research.  
 
5.2 Summary of Findings  
Marketing communications and sales performance relationship has been 
established in this study to have a strong positive and significant correlation.  
The findings also reveal that these activities affect sales differently but if 
combined with a single message the impact is better.  
 
5.2.1 Effect of Advertising on sales performance  
The results have strongly indicated that advertising has a strong positive impact 
on sales performance of state owned corporations. Majority of the respondents 
agreed that any time an advertisement is being run by the organization the sales 
volume improved. However there is a strong indication that this improvement in 
sales during an advertisement is not consistent. It reaches a point when even if 
the company continues to invest in advertising no incremental volume of sales 
will be recorded.  As to the nature of the sales increase curve, the study did not 
find much and recommends a further study on this subject.  
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5.1.2 The impact of Public Relations activities on sales performance 
Public relations (PR), is a term for marketing communication activities that raise 
the public’s awareness about a product or the company or sometimes an 
individual. It is simply an activity meant for nurturing good relationship with 
the company’s publics.This research has indicated that PR activities have 
positive relationship with sales performance. However whenever PR activity is 
taking place sales do not increase immediately but will follow after some time 
and the impact may take a longer time. 
 
 
 
5.2.3 Effect of Branding on sales Performance  
The results indicated that branding and organizational sales performance are 
significantly and positively related 
 
5.2.4 The impact of sales promotions on sales performance 
From the result there is a strong positive relationship between sales promotional 
activities and sales performance. It was generally agreed that sales promotional 
activities improve sales in state corporations. Although the result shows that the 
organizations do not involve a lot of sales promotional activities, whenever it is 
engaged there is sales improvement. Many respondents also indicated that sales 
promotional activities has immediate impact on sales volume but the increase 
reaches a point when the market becomes saturated and there is no more 
increase despite the promotional activities. The researcher however recommend 
further investigations as to the nature of the increase.  
 
5.2.5. The impact of exhibitions and trade shows on sales performance 
From this study it was not easy to draw a conclusion as to the effect of trade 
shows and exhibitions on sale performance since the majority of respondents 
could not link these activities to sales improvement. However it can still be 
deduced that there is some link between trade shows and exhibitions and sales 
45 
 
performance. This area may require a further research to determine the authentic 
relationship. 
 
5.2.6. The impact of integrated marketing communication strategies affect sales 
performance 
The study strongly indicate that when the marketing communication tools are 
integrated and run at the same time with a consistent message the impact on 
sales in bigger and better.  
 
 
5.3 Conclusions  
The conclusions from the study are that there is a positive relationship between 
marketing communication activities and sales performance of state owned 
corporations. It is also clear that these activities impact on sales performance 
differently with different shapes of curve. Advertising has a slow response at the 
launch but increases rapidly until a point when more effort do not bear any 
results. Public relations on the other hand do not show immediate result on sales 
but the result come slowly and much latter. Sales promotions, branding and 
trade shows and exhibitions has significant influence on sales performance but 
further studies need to be conducted to determine the nature of the responses. 
Integrating the marketing communication tools will bring better results 
especially when they all have a consistency in the message.  
 
5.4 Recommendations 
As per how much relative effect each activity has on sales volume as compared 
to the effect of the other we recommend a further study to determine that and the 
nature of the correlation curves associated with the responses of each activity on 
sales performance.  This will help marketing managers to determine which of the 
activities is appropriate at what time. Of all the decisions managers make, those 
regarding promotional apportionments are the most difficult to determine.  
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Since the budgets involved in undertaking some of these marketing 
communication activities are often huge we recommend that organizations 
identify appropriate ways of measuring the actual impacts of these activities on 
sales volumes. Organizations must thus have policies that govern the selection of 
particular activities to be run at particular moments.  
 
Since integration was found to be the most effective way of marketing 
communications, it is recommended that organizations consider a good 
combination of the tools which can be best used during the life cycle of a 
product. Organizations could invest in R&D before making marketing 
communications decisions and commitments to avoid waste of resources on a 
combination that does not work well.  
 
It is clear that well-executed communications activities have many portions 
which makes it hard to have a comprehensive view of sales performance. 
Therefore management must include the right evaluation/measurement 
standards to any marketing communications activity so that all components of 
the mix can be censored to measure their business value. It is also recommended 
that government owned corporations pays attention to other activities not 
included in the study like personal selling and direct marketing which can also 
be very effective in improving sales. Finally, organizations should draw their 
marketing communication polices based on their mission and vision.  This would 
evidently stipulate both acceptable and unacceptable areas of activity.  
 
5.5. Limitations of the Study 
The main limitation for this study was lack of relevant data from the 
organization to support the study. The major challenge faced during the study 
was N KCC’s disinclination to disclose information on budget provisions on 
marketing communications activities that were regarded as confidential. Their 
unwillingness was based on the fear that the information could be used by 
politicians to implicate them in issues to do with misuse of public funds since the 
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research was done when the Kenyan Government was fighting corruption in 
government offices.  
 
5.6 Further Study  
Further research can be directed to find the best combination of the marketing 
communication tools that would give the highest sales increase.  
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APPENDIX 1: Introduction Letter to New KCC 
                                       Joseph Kyavoa 
                                          Management University of Africa, 
                                           P.O Box 29677-00100, Bellevue, South. C, Nairobi. 
                                           Tel: 020-2361160/1:   Mobile: 0722273242 
 
11th June 2018 
The Head of Human Resources 
New KCC Ltd 
Dakar Rd, Industrial Area, Nairobi 
Dear Sir/ Madam,  
    RE: RESEARCH PROJECT  
I am a student at the Management University of Africa pursuing a Bachelor’s 
degree in Management and Leadership. I am currently conducting a research 
project as part of the fulfillment of the requirement to attain the degree.  My topic 
of study is to investigate THE IMPACT OF MARKETING COMMUNICATION 
STRATEGIES ON SALES PERFORMANCE OF STATE OWNED 
CORPORATIONS IN KENYA: THE CASE OF NEW KENYA CO-OPERATIVE 
CREAMERIES LIMITED  : My target population include senior management and 
all employees in the sales and marketing department at New KCC Limited . I 
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would like to request the management to allow me administer the attached 
questionnaire which I intend to give to respondents and collect later. The 
information that will be provided by your staff is strictly for academic purposes 
and shall not be used for any other purposes. I promise you confidentiality under 
the academic ethics act in Kenya. Your   input will go a long way to facilitate this 
research study which will be useful to your organization and the government in 
policy formulation.  
 
I will appreciate your help in my research effort 
  
Yours sincerely 
 
 
Joseph Kyavoa 
Tel: 0722273242 
Admission. NO: BML/13/00462/1/2016 
Management University of Africa 
 
 
 
 
APPENDIX 2: The study questionnaire 
 
THE MANAGEMENT UNIVERSITY OF AFRICA SCHOOL OF 
MANAGEMENT AND LEADERSHIP 
 
A study of the impact of marketing communication strategies on sales 
performance in state owned corporations in Kenya: the case of New Kenya Co-
operative Creameries Limited 
STUDY QUESTIONNAIRE  
I would very much appreciate if you could support me by providing answers to the 
questions below. Each question is followed by a list of alternative answers to choose from. 
Please tick the box and write where appropriate. Information provided is strictly for 
academic purposes and treated as confidential. 
A. BIOGRAPHIC DATA 
 
1. Gender:      Male           Female        
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2. Age 
  
18-30                                                 . 31-40                  41-55             4) 56 and above  
3.  Educational Background  
 
Basic               Secondary              Tertiary          Degree                      Non formal  
 
 
 
4. Position in the organization 
Senior Management      Mid-level management          junior staff    
         
  
 
5. How long have you been with the organization? 
0-5 years           5- 10 years               10- 20 years           over 20 
years 
 
 
B. MARKETING COMMUNICATION 
ACTIVITIES 
6. Does New KCC carry out promotional activities: YES             NO. 
8. If Yes to 7 above then rank the extent to which you think the company has 
been involved in the following promotional activities. Tick the box which 
represent your feelings. 
MARKETING COMMUNICATION 
ACTIVITIES 
Greatly 
involved 
Moderately 
involved 
Less 
involved 
Not 
involved  
1. Advertising on TVs, radio, Newspapers etc      
2. Public relations activities  
 
    
3. Sales promotional activities 
 
    
4. Product Packaging and  branding activities 
 
    
5. Trade shows and exhibitions. 
 
    
6. Sometimes the company runs these activities     
   
     
   
    
  
54 
 
concurrently to create more impact 
 
C. THE IMPACT OF COMMUNICATION ACTIVITIES ON SALES 
A. ADVERTISING  
9. Do you think sales volume increases any time advertising activities is running on 
the media      
 
YES                                             NO
 
 
10. If yes in 9 above indicate the statement that explains the behaviour of impact of 
advertising on sales. Tick the box that best represent your agreement. 
 
 
 Tick 
1. During the periods when advertising is running sales volume 
increases slowly at the beginning and then greatly until it 
reaches a point when it does not increase despite the 
advertising effort. 
 
3. When advertising is launched the sales volume responds 
almost immediately upwards but reaches a point when it does 
not increase despite the advertising effort 
 
 
B. PUBLIC RELATIONS 
 
PUBLIC RELATIONS ACTIVITIES 
Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
4. Whenever there is PR campaigns 
sales volumes have increased. 
     
5. Sales volume increases immediately 
the PR campaign is launched 
     
6. Public Relations is more effective 
when combined with other 
promotions like sales promotions and 
advertising 
     
 
C: IMPACT OF BRANDING AND PRODUCT PACKAGING ON SALES 
11. Do you think the presence of branded items increases sales 
at New KCC? 
YES                                                        NO
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12. If yes in 11 above please indicate how you agree with the following 
statements by ticking the correct box. 
BRANDING AND PRODUCT 
PACKAGING 
Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
4. Where there is a branded 
wall/ promotional 
materials sales improve 
greatly than in areas 
without. 
     
5. Branded products sell 
more than un-branded 
products if other factors 
like price and quality 
remain the same. 
     
6. Branding is more effective 
when combined with other 
promotions like sales 
promotions and PR and 
advertising. 
     
 
D. SALES PROMOTIONS IMPACT ON SALES VOLUME 
13. Do you think sales promotions activities improve sales volume? 
Tick 
    YES                                                          NO
14. If your answer is yes in 13 above please indicate by ticking the correct box 
how you agree with the statements on sales promotions impact on sales volume. 
SALES PROMOTIONS Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
4. During the periods when the company 
is conducting sales promotional 
activities  sales volume have always 
increase  
     
5. When sales promotion is launched the 
sales volume responds almost 
immediately upwards till the market 
become saturated 
     
6. Sales promotions  is more effective 
when combined with other promotions 
like advertising,  PR and personal 
selling 
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E. IMPACT OF TRADE SHOWS AND EXHIBITIONS ON SALES 
15 Do you think trade shows and exhibitions increases sales at New 
KCC? 
YES                                                        NO
16. If your answer is yes in 15 above please indicate by ticking the correct box 
how you agree with the statements on trade shows and exhibitions impact on 
sales at New KCC. 
TRADE SHOWS AND EXHIBITIONS Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
3. Whenever the company conducts shows 
and exhibitions, sales volumes of our 
products have always increased.  
     
4. Shows and exhibitions is more effective 
when combined with other promotions like 
advertising, PR and personal selling and 
sales promotions. 
     
 
17 THE IMPACT OF INTEGRATION OF THE COMMUNICATION TOOLS 
INTEGRATED MARKETING 
COMMUNICATIONS 
Strongly 
agree 
Agree Neutral Disagree Strongly 
disagree 
2. Whenever two or more 
promotional activities are run at 
the same time the company has 
recorded high sales than when it 
is only one. 
     
 
  
